Social media has become an immensely valuable tool for nonprofit marketing strategies. Social media platforms such as Facebook and Twitter provide free tools for nonprofit organizations to spread awareness, build their organizational identity, communicate with their stakeholders, and inspire action and involvement. These outlets have therefore, for many organizations, become an essential component of their marketing communications. Developing effective strategies that maximize social media post engagement is beneficial in aiding organizations to achieve their marketing goals. This study focuses specifically on Facebook photo posts due to the platform's widespread use and the high potential of visual media to provoke audience engagement, and aims to identify effective strategies for combining various text functions and types of photo content in order to maximize engagement from followers.
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5 most commonly implemented . Some analyses have focused on specific nonprofit organizations or groups of organizations across multiple platforms, such as the American Red Cross (Briones et al., 2010) , HIV/AIDS organizations (Huang et al., 2016) , and environmental advocacy groups (Bortree & Seltzer, 2009 ).
Content analyses have been conducted to evaluate social media message strategies and their relationship with engagement levels. On Facebook, post engagement is measured based on the numbers of likes (now under the category of reactions as of 2016), comments and shares. Using the Information-Communication-Action model, a 2014 study of nonprofit Facebook posts determined that dialogic messages received the most likes, while one-way informational messages received the most shares (Saxton & Waters, 2014) .
Content Analysis of Photo Posts on Facebook
Content analyses have yet to be conducted with a focus on photo posts. With nonprofit Facebook posts specifically, photos have the highest rate of engagement at 5.2%, compared to 4.2% for video posts ("Benchmarks 2017 ("Benchmarks ," 2017 . It would be advantageous for nonprofits to develop effective strategies specifically for their photo posts, which could bring in more engagement on their pages overall and attract followers by expanding their reach. Optimizing their strategies would require an understanding of how best to combine various message strategies with different types of photo content to create posts that encourage maximum engagement levels. It is therefore worthwhile to determine correlations between photo post content and engagement trends.
Because of the sheer size of its network, Facebook represents a logical starting point for research of this kind. With over 1.87 billion active users and the highest growth rate of active users among all social media platforms in the past six years (Chaffey, 2017) , as well as its more widespread adoption rate among nonprofit organizations (Guo & Saxton, 2014) , it is especially important to INCREASING ENGAGEMENT ON NONPROFIT FACEBOOK PAGES THROUGH PHOTOS 6 develop effective strategies for this platform. Additionally, posts on nonprofit Facebook pages tend to have significantly higher levels of engagement compared to their Twitter posts. On their Facebook pages, 4.6% of unique impressions garnered engagement, compared to only 1.3% for Twitter ("Benchmarks 2017 ("Benchmarks ," 2017 .
This study focuses on how nonprofits can increase engagement specifically on Facebook photo posts, and asks the following research questions: This study aims to apply the research that has been previously conducted on Facebook message strategies and supplement it with a proposed method for analyzing the effectiveness of these strategies in combination with various types of photo content, with effectiveness measured in the form of post engagements. Nonprofits within the field of humanitarian aid and disaster relief were chosen as the field of concentration for this study.
METHODOLOGY Data Collection
Raw data was collected from three US-based nonprofit organizations' Facebook pages: 
Coding
Coding schemes were developed to categorize both the text of each post and the content of the photo accompanying it. As a first step in conducting analysis of this kind, the data was coded manually rather than developing and implementing algorithms for computerized coding. This method therefore represents an example of coding that could be used for this kind of analysis and could hopefully be replicated using algorithms in order to conduct the analysis on a larger scale.
Text Coding
The Information-Community-Action coding scheme, originally created by Lovejoy and Saxton in 2012 for a content analysis identifying the functions of nonprofit Twitter posts, was adopted and modified for this study to categorize the text portions of the photo posts. As Twitter's functionality is very different from that of Facebook, particularly with regard to its 140-character limit, there are some differences also in the message strategies utilized on each platform. The scheme was therefore adapted to accommodate these differences. In instances where more than one function appeared in the text, the primary function was used to categorize it. See Appendix A for examples and frequency distribution.
The Information category describes posts that contain any kind of information that is relevant to the organization's stakeholders. In the original study, Information was a single category that encompassed all types of informational posts. In this study, however, this category has been broken down into seven subcategories: Activity, in which the post describes a specific activity taking place in the area served (a more short-term and immediate focus); Posts within the Community category are intended to promote community-building and to create dialogue between the organization and its stakeholders. Two subcategories used in this study were taken directly from the original study: Acknowledgement of current & local events and Giving thanks.
The following additional subcategories were added: Volunteer/member story/highlight, in which a volunteer or member of the organization shares a specific or overall experience they had while working with the organization (told either through their own words or in the third person); Local story/highlight, where the story or highlight is instead from the perspective of an individual living in a community served by the organization; Quote, being a direct quotation from either of the latter parties, but a short statement rather than a full story; Shout-out, where the post gives recognition, praise or thanks to a relevant third party organization or business; and Greeting.
The final category, Action, consists of posts that urge followers to get involved in some way that would either benefit the organization directly or would contribute to supporting a cause. The following subcategories were adopted from the original study : local or a volunteer or member of the organization) is featured prominently; Group photo, where the main subject matter is two or more people, whether they are locals, a mix of locals and volunteers/members, or just volunteers/members; Portrait/quote combination, where an individual or group portrait is accompanied by a quote typewritten over the photo; Scene, which differs from previous categories in that it is usually candid and possibly shows movement, and often has a more dramatic or emotional tone; and Other, encompassing any other kinds of subject matter where generally there are no human subjects or the focus is not on a human subject (e.g., food, tools, etc.).
See Appendix B for examples and frequency distribution.
Analysis
Because of the varying sizes of the three organizations, an individual analysis was conducted for each page. The goal of the analysis was to determine (1) if there were certain combinations of photo content and text functions that were the most effective in provoking engagements and (2) if there were strategies that worked best for each specific text function, particularly regarding the photos accompanying them. The analysis focused on total engagements, inclusive of the combined numbers of reactions, comments and shares. The number of total engagements as a percentage of the page's followers was also used as a metric of comparison between organizations and between text function and photo content categories (the assumption being that the number of followers stayed the same over the time period of the data set).
The first analysis involved simply identifying the top post on each organization's page. Then, averages in total engagements were taken for each general category and subcategory of the text functions and the top performing categories were identified. The same was done for the photo content categories. Finally, the top posts in each text function subcategory were isolated for each page in order to identify any common characteristics.
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RESULTS
The following chart shows the top performing post from each page and how it was coded.
The text function of both PCI's and Mercy Corps' top posts was the action-oriented Donation appeal, while an informational Activity message was the category of JIA's top post. The type of photo content varied between the three. They each performed similarly when considering total engagements as a percentage of followers, with each one generating engagement from about 4% of their followers.
JIA's top performing category was Information, with the subcategory Activity generating the most engagements. However, the data is skewed due to the smaller sample size of posts from this organization, as the Activity subcategory represents only one post and was the same as their top post overall. The runner-up subcategory for JIA was Call for volunteers/employees. When looking at PCI and Mercy Corps, both organizations have their top category and subcategory in common; Action posts had significantly more engagements on average than the other two categories. For both, the best performing subcategory was Donation appeal. Volunteer/member highlight/story ranked in the top three 
DISCUSSION & CONCLUSIONS
Because of the small sample size, the results may not be statistically significant for drawing many generalized conclusions, though there are a few notable key findings.
Regarding the various text functions, it was found that Community posts were used the most commonly (n = 83; 43.68%), which contrasts with previous research using the Information-CommunityAction model that has found Information posts to be the most common on both Twitter and Facebook. However, while Action posts were used least frequently (n = 49; 25.79%), these posts
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were, overall, the top performers in terms of total engagements by a significant degree (see Appendix C). The first conclusion is, therefore, that action-oriented photo posts may have greater potential to provoke engagements from a page's followers.
Existing research on nonprofit social media pages has not yet conducted content analyses specifically of photos posted by these organizations. This study found that, among the three organizations, photos under the category of Individual portrait were the most commonly used (n = 64; 33.68%), while Group photos (n = 57; 30%) were a close runner-up. Scene (n = 39; 20.53%) photos were also used frequently, with those in the other categories being used much less commonly (see Appendix B). Not only were the Individual portrait photos the most commonly used, but overall, they had the most total engagements. Group photo posts also had significant engagement levels, and engagements on photos categorized as Volunteer(s)/member(s) in action are also notable, since they ranked highly for all three organizations (see Appendix D). From these findings, the second conclusion can be made that Individual portraits, Group photos, and Volunteer(s)/member(s) in action photos may be considered effective in provoking engagement from followers. Overall, these are possible insights into the kind of content that resonates the most with the audience of nonprofit Facebook pages.
LIMITATIONS & FURTHER RESEARCH
The most significant limitation of this study was the small sample size. A small sample size was used in part due to time constraints, since coding had to be completed manually and analyses were conducted individually for each organization. The time frame of the data collected also contributed to this limitation. Additionally, the time constraints and manual coding method limited the number of factors that were included in the analysis.
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For future research, coding the posts using computer algorithms would be the optimal method. Such a method would allow for analysis to be conducted on a much larger scale, using a sample size that includes more organizations and a longer time frame. A larger sample size of posts would result in more statistically meaningful results that could be better generalized across organizations. It would also create a wider and more varied range of text functions and types of photo content utilized, whereas in this study, there was only one instance in certain categories. One category, Event Highlight, was included despite having no instances across the three organization's pages. This is an issue that likely would not occur with a larger sample size.
If conducted on a larger scale, the number of followers of each organization's page would need to be addressed, possibly by using a weighting system, so that those with smaller followings are properly accounted for. However, even on a larger scale, it is likely best to remain within a single field of concentration for each analysis regarding the type of nonprofit, as was done in this study.
Otherwise, the results and conclusions are more difficult to standardize, since nonprofits of varying types tend to use different strategies due to their respective organizational missions, values and goals.
Only a select group of factors considered to be the most significant were used in this study.
Assessing the tone of the text portion of the posts is possible through text mining, which can be conducted using coding for computerized analysis, and would therefore be applicable for a largescale study. Similarly, it is possible to analyze the tone of photos when human subjects are included through certain facial analysis methods (e.g., Anderson & Saxton, 2016) . The influence of the inclusion of hashtags on engagement levels has not been widely studied, but would potentially be a relevant factor to address. Artistic qualities of photos (e.g., colors, composition) may also affect engagement. The use of certain tactics, such as including a link or a call to action, could also be considered.
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There were a few aspects of this study that may have resulted in skewed results, and should be noted. The first was the disproportionate followings of the three organizations' pages. This was Because of the many limitations of this study, the main goal was to develop an example of a method for analyzing the relationship between photo posts and engagement levels that could be implemented on a larger scale for further research. This method could potentially be used to conduct content analyses on other social media platforms with photo sharing capabilities, such as Twitter and Instagram. It is also likely applicable to other fields of nonprofits than humanitarian aid and disaster relief. Through further research, better and more thorough evidence-based suggestions for effective photo post strategies for nonprofits can be developed. PCI: Nearly one in three low-income families find it difficult to afford basic household necessities. Nearly three in four lowincome families report cutting back on food in order to afford household goods in the United States. At PCI, we're working hard to to address these issues. Read on to learn more about our Healthy Start program! 17 8.95% News Mercy Corps: We are hopeful that the apparent breakthrough in negotiations on Syria will pave the way to an end to conflict that has engulfed the country for almost six years. A cease-fire now could allow for humanitarian access to the millions of innocent children and families across Syria who struggle to survive a seemingly endless war. 
APPENDIX
